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abSTracT In a time of increasing competition in online news, it is important for the publishers of news 
websites to retain loyal users. This paper contributes to the study of loyalty through an investigation of 
the factors that affect the loyalty of young users of news websites and motivate them to return there. The 
research sample in this study was made up of students (N=408) at universities in Slovakia who use news 
websites to search for information every day. Correlation and regression analyses have been used to test 
the hypotheses. The results of this research confirm that usability, familiarity, satisfaction and reputation 
have a direct and positive relationship to the users’ loyalty as reflected in daily use of a news website. 
The correlation shows that loyalty is associated particularly closely with reputation and satisfaction with 
a selected news website. Regression analysis shows that there are also other variables that affect users’ 
loyalty. 
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InTroDUcTIon: DIgITal nEwS conSUMpTIon
A survey of the media market in the Europe shows that many websites are naturally 
dedicating their efforts to stabilising their position (Reuters Institute, 2016). This is 
especially true for news websites which are in some measure an extension or alternative 
to the print editions of daily newspapers. There is still much that is unknown about 
the new digital media and they are frequently less than clearly defined in the theory 
of modern journalism. The area in question is nevertheless one in which academic and 
commercial researches are keen to map the behaviour and consumption patterns of 
the online public. The digital editions of newspapers are amongst the most frequently 
visited of websites, not least because they provide regular updates on current events. 
As competition between news websites increases, they are making noticeable efforts 
to increase their readership. It is important to remain aware, however, that a website’s 
success depends on more than just the number of visits. Its stability and competitiveness 
depend on having a loyal readership that returns to the pages of the website regularly. 
Journalists must deal with the complicated relationship between clicks and users’ interest 
on a daily basis. Although there is still an effort to produce quality content, it is not easy 
to stay out of current trends in online marketing. We can see that the editorial offices are 
driven to follow daily quantitative targets, especially on news websites. Researchers and 
news professionals have tended to assume a close correspondence between clicks and 
audience interests (Kormelink and Meijer, 2017: 2). Other research shows that journalists 
select as the most newsworthy articles substantially more public-affair stories than their 
readership does (Boczkowski and Mitchelstein, 2013: 45). Research has shown that four 
fifths of Europeans used the internet in 2016 (Eurostat, 2017). The Digital Single Market 
(2016a) also offers the percentage of all consumers who use the internet for reading online 
newspapers and magazines. According to research the European Union (EU) reached 
on average 70.2 % (Digital Single Market, 2016a) and in comparison with all consumers, 
we can see differences in the case of student users. Other research has looked at the 
readership for online newspapers in the 16 – 24 age group. The mentioned group reached 
in EU 68.1 % (Digital Single Market, 2016b). Survey data shows the percentage of the 
Slovak population reached via different media – print newspaper reading (29 %), radio 
listening (65 %) and television watching (83 %) (Median SK, 2016). The reach of (general) 
internet usage is now 80.5% of individuals in Slovakia (Digital Single Market, 2016c). We 
can see that all university students (research population) use the internet every day. The 
quantitative numbers show that print, radio and TV content has been replaced by online 
content (Reuters Institute, 2016: 14).
THEorETIcal ovErvIEw
Although several studies have contributed to the understanding of online audiences 
(Aranyi and van Schaik, 2015; Boczkowski and Mitchelstein, 2013; Cockburn and McKenzie, 
2000), there is relatively little information on users’ loyalty to specific news media. It 
is, however, possible to identify several studies that touch on this area in the current 
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sites (Flavián et al., 2006b) or to websites in general (Toufaily et al., 2013; Ribbink et al., 
2004; Flavián and Gurrea, 2008). This study concerns the student users’ loyalty to news 
websites in Slovakia and sets out the factors that motivate users to return to selected 
news websites. We classify them as usability, familiarity, satisfaction and reputation. These 
are variables that we hypothesise have a direct and positive relationship with the loyalty 
of the users of Slovak news websites.
loyalty
The study of loyalty in online behaviour has developed gradually in line with interest 
in Internet shopping, but its fundamental characteristics remain the same in respect 
of online media. In response to the increasing importance of Internet services, some 
researchers have begun to search for ways to increase customers’ loyalty to a website 
and to attract potential customers on the Internet. One finding is that loyalty on the web 
depends on a consumer’s experience of navigating and controlling a given site (Flavián et 
al., 2006b). Marketing professionals and academics have both emphasised that one of the 
main objectives of marketing is to create a clientele who come back – in other words, to 
build customer loyalty. Loyalty on the Internet has been described by several authors, who 
have tried to arrive at a definition. It has been called the probability that the same user will 
make a return visit to a given website (Srinivasan et al., 2002; Toufaily et al., 2013). It is a 
long-term effect that is influenced by many direct and indirect factors. For news websites, 
it is important to know who their readers are and how loyal they are to the website. 
usability
As the number of daily visitors to news websites increases, their operators are seeking 
ways to make their services more broadly accessible. We hypothesise that this is directly 
linked to the navigability, clear organisation and functionality of the website concerned. 
Consumer behaviour and loyalty are also positively affected by the design of a website, 
its graphical elements and the ease of use of its functions (Cockburn and McKenzie, 2000). 
The usability of a website is one of the conditions for building customer loyalty, including 
acquiring loyal users of a news website. The concept of usability refers to the benefits 
that consumers experience when it is easy to navigate through the content of a website. 
The definition of website usability may also include an attribute of quality in terms of the 
ease with which users can access the standard features of the website. This includes the 
question of how easy it is to understand the structure of the system, its functions, the web 
interface and the content available to users. The presentation of text and its organisation 
into paragraphs play a role in this (Horváth, 2016: 141).
Familiarity
Familiarity is a well-established element of Internet research and is a key factor 
affecting users’ decisions on whether or not to read a site’s content (Flavián and Gurrea, 
2006; Flavián et al., 2006b). This means that there are grounds to believe that familiarity 
is the factor that gradually changes a user’s sporadic, vague interactions with a website 
into deliberate, regular use. It gradually becomes easier for the user to decide which 
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orientation. Familiarity can be understood as the impression that people have of a given 
product or service based on their prior contact with it (Flavián et al., 2006b: 364). It is also 
the means by which a user’s initial uncertainty about a product is overcome (Casaló et 
al., 2015: 1831), which in the present paper means the initial uncertainty about using a 
news website. Familiarity makes the user feel that the given news website is important 
for them. It also reduces indecisiveness and simplifies relations for both sides – the news 
website and the user.
satisfaction
Several authors have observed that consumers’ loyalty to a website is influenced by 
their satisfaction with the site (Toufaily et al., 2013: 1441; Ribbink et al., 2004: 446; Horppu 
et al., 2008: 403). This can be defined in general terms as the emotional state that results 
from an overall assessment of all the important factors contributing to the consumer’s 
relationship with the site (Casaló et al., 2008: 327). Satisfaction can also be linked to a 
consumer or user’s subjective attitude to a news website (Toufaily et al., 2013: 1441). It 
can be understood in general from two points of view. The first view is of satisfaction 
as a permanent emotional predisposition based on economic factors such as quantities 
sold or profits earned. The other viewpoint relates to non-economic satisfaction, which 
includes psychological factors such as the fulfilment of mutual promises or the trouble-
free functioning of the relevant relationships (Casaló et al., 2008: 327). This indicates that 
satisfaction is closely related to trust (Ribbink et al., 2004: 448) even in online marketing. 
In online news, this relationship begins from the launch of a news website and the way in 
which it initially distinguishes itself from its competitors.
reputation
The concept of reputation has been addressed in numerous studies (Horppu et al., 
2008: 404; Flavián and Guerrea, 2008: 30) of websites (Flavián and Guerrea, 2008; Casaló 
et al., 2008) and users’ relationship to them (Flavián et al., 2006b). Web site reputation 
reflects the company’s correct, fair and honourable behaviour to its customers (Flavián 
and Guerrea, 2008: 29). In the case of news websites, it comes from the effort not to 
disappoint users’ trust in any way. As competition between online media increases, this 
is the only way to create a loyal group that can be defined, with reference to the concept 
of reputation, as a group that uses the offered services and also promotes the good name 
of a given news website. Reputation and the effort to build it can also be a motivating 
factor that increases the loyalty of a news website’s users. Links to content on social 
media promote that content and help the brand stand out from competitors amongst 
competing websites.
aIM of THE STUDy
The study focuses on users’ loyalty to news websites and the aim of the study is to 
test the correlation of usability, familiarity, satisfaction and reputation with the users’ 
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measuring variables of loyalty, usability, familiarity, satisfaction and reputation (Table 2). 
The other variables are tested with respect to loyalty. We assume that there are positive 
relationships between the mentioned variables. Another primary aim of the study 
presented in this article is to identify the variables which influence users’ loyalty to news 
websites. Building on the theoretical background given for the listed variables, we raise 
four research questions (RQ):
RQ1: Is there any relationship between a news website’s usability and the loyalty of its 
student users?
RQ2: Is there any relationship between a news website’s familiarity and the loyalty of 
its student users?
RQ3: Is there any relationship between a news website’s satisfaction and the loyalty 
of its student users?
RQ4: Is there any relationship between a news website’s reputation and the loyalty of 
its student users?
This research is focused on young people studying for bachelor’s and master’s degrees 
at universities in Slovakia. Students were chosen because they prefer digital news (Reuters 
Institute, 2016: 27). As a follow-up, students were asked to choose one news website which 
they visit most frequently for digital news. It is assumed that consumers of news actively 
select news sources, and that certain sources or devices are preferred over others to follow 
world events (Picone, 2016: 130). A final assumption is that university students represent a 
research population in which it is possible to test the variables defined below.
Formulation and reasoning of hypotheses
Our hypotheses (H1, H2, H3, H4), as we listed below, are based not only on the 
aforementioned research but also on a three-year observation of the habits of university 
students’ use of news websites to obtain information.1 The process of formulating the 
hypotheses also included a series of qualitative interviews. In our view, the aforementioned 
theoretical material and the findings of our qualitative research suggested that users’ 
loyalty to a news website was based on multiple factors.
The layout of components and the design used by a website would appear to play 
an important role in motivating users to return to a website. This is also related to the 
site’s overall adaptation to users’ standards and habits (Flavián et al., 2006a; Flavián et 
al., 2006b: 367; Casaló et al., 2008: 329). The first variable we consider is usability. The 
assumptions and theoretical basis for formulating a hypothesis about this variable are 
supported by the results of research into its association with loyalty in the online space 
(Flavián et al., 2006b: 371; Casaló et al., 2008: 339). It has also been noticed that users 
of news websites state that their perception of the usability of a website has an effect 
on their satisfaction and trust in relation to the website and their choice of which news 
website to use (Flavián and Guerrea, 2008: 36). This factor was also correlated with the use 
1   The survey was carried out from 2013 to 2015 (N=122). It was designed to test a specific hypothesis and therefore care must 
be taken not to over-generalise from its conclusions. We were interested in the daily habits of university students related to 
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of particular web applications (Matera et al., 2006: 2). Our research therefore suggests that 
there is a direct relationship between usability and users’ loyalty to news websites and we 
therefore propose the following hypothesis:
H1: There is a direct positive relationship between a news website’s usability and the 
level of loyalty.
Empirical analyses indicate that usability and familiarity influence user’s choice of 
which news website to read for information on current affairs (Flavián and Guerrea, 2008: 
38). It is expected that when a user selects a news website, they will repeatedly return 
to the site and become part of its loyal group. Our research also covers the relationship 
between familiarity and loyalty, with the concept of familiarity being of key importance 
in the relationship between a user’s loyalty and their experience of a website. In our view, 
familiarity is positively correlated with a user’s individual loyalty to a news website. A user 
who reports greater familiarity will also be more loyal to a news website (Flavián et al., 
2006b: 366). Furthermore, it has been found that there is a stronger relationship between 
familiarity and loyalty the more experience users have of using a website’s services (Flavián 
et al., 2006b: 371). There are thus grounds to believe that loyalty to a website also depends 
on its familiarity and therefore the following hypothesis is proposed:
H2: There is a direct positive relationship between a news website’s familiarity and the 
level of loyalty.
In our view satisfaction will also be correlated with the other studied variables, 
especially loyalty. When we examine the relationship between satisfaction and loyalty, 
we expect to find a relationship between the two variables (Picón et al., 2014: 747) because 
a high level of satisfaction leads to a greater level of individual loyalty (Casaló et al., 
2008: 329; Flavián et al., 2006a: 8), also in combination with the user’s level of trust in the 
website (Flavián et al., 2006a: 8; Flavián and Guinalíu, 2006: 602). This expectation is based 
primarily on the results of studies of the relationship between satisfaction and loyalty on 
the Internet (Horppu et al., 2008: 403). Our aim is to investigate satisfaction in the context 
of news websites and to highlight the role that users play in this, building upon the work 
of Carlos Flavián and Raquel Gurrea (2008: 39). We assume that young people’s loyalty to 
a news website is particularly dependent on their overall satisfaction with their first use 
of it. Satisfaction can result from, amongst other things, the pleasure of using an easily 
navigated website (Matera et al., 2006: 5-6). In order to determine whether the variables 
of satisfaction and loyalty are related to each other, the following hypothesis is proposed:
H3: There is a direct positive relationship between a news website’s satisfaction and 
the level of loyalty.
There is also thought to be a relationship between the reputation of a news website 
and the loyalty of its users. Reputation is expected to have a direct, positive effect on the 
size of a site’s readership (Flavián and Gurrea, 2008: 32). It may influence the spread of 
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website (Casaló et al., 2008: 329). There are grounds to expect that a strong reputation will 
motivate users to recommend a website to other readers of online newspapers (Casaló 
et al., 2015: 1831). It is likely that in the given sample of university students, reputation 
and the related recommendation of news to others will be manifested mainly on social 
networks. The reputation of a website is most relevant when a new website is launched 
for a newspaper that was previously published in print. To test whether the described 
relationship between reputation and loyalty exists, the following hypothesis is proposed:
H4: There is a direct positive relationship between a news website’s reputation and 
the level of loyalty.
METHoDology
The given hypotheses were tested by using correlation analysis. The correlation 
analysis helps us to reveal relationships between researched variables and predict 
how variables affect other variables. We used the Pearson Correlation to measure the 
strengths of association between the variables. The variables of usability, familiarity, 
satisfaction, reputation were tested against the variable of loyalty. The statistical term for 
correlation – Pearson Correlation coefficient is (r). Correlations (r) range from -1.00 to + 
1.00 – no relationship between the variables (0.00 correlation); weak correlation (.00 to 
.25); moderate correlation (.26 to .50); strong correlation (.51 and above) (Croucher, Cronn-
Mills, 2015, 276). We also carried out a Student t-test2 to test the differences between the 
group of male and female participants. There were no significant differences between 
them and we carried out the rest of the correlation analysis with a single group. Gender 
bias has not influenced the result.
Measuring scales
In developing scales on which to measure the studied variables, we drew inspiration 
from multi-item scales which have been used several times in multiple research studies 
(Table 1). The studies from which the individual measurement scales were taken were also 
of assistance in the definition of the studied variables as they relate to the users of news 
websites.
Table1. scale for measuring variables
2 loyalty: t-test: t (408) = 1,11; p > 0,05 (p = ,0,262); usability: t-test: t (408) = 0,233; p > 0,05 (p = ,0,815); familiarity: t-test: t 
(408) = 0,381; p > 0,05 (p = ,0,381); satisfaction: t-test: t (408) = 1,12; p > 0,05 (p = , 0,262); reputation: t-test: t (408) = 1,31; 
p > 0,05 (p = ,0,196).
Variable/scale adapted from
Usability  Casaló et al., 2008; Flavián and Gurrea, 2006; Flavián et al., 2006a; 
  Flavián et al., 2006b; Roy et al., 2001
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It was important to study the work of authors who had already carried out research 
in similar areas using the same multi-item scales. Our research concerned the variables 
of loyalty, usability, familiarity, satisfaction and reputation. The works from which the 
questions concerning the variables were taken are listed in Table 1 and the questions 
themselves are listed in Table 2. The content of the questions was adapted from a general 
online orientation to focus specifically on news websites. The questions in Table 2 were 
adapted from research papers where the mentioned variables were tested. Each scale for 
measuring variables is based on a number of questions – 3 for loyalty, 5 for usability, 3 
for familiarity, 4 for satisfaction and 4 for reputation. These numbers come from previous 
testing as Table 1 shows. The research questions listed in Table 2 were modified and 
updated during the past years. The respondents answered them in the questionnaire with 
reference to the news website which they selected. The questions had to be translated 
into Slovak and the translations were tested for comprehensibility with a small group 
of respondents (N=15). We did not find any incomprehensible phrasings resulting from 
the translation of individual items. The questionnaire was created in digital form on 
Google’s systems and was completed online. It was distributed to respondents through 
email addresses at particular universities, faculties and departments and was shared on 
social networks. The questionnaire was sent to 14 universities in Slovakia. Respondents 
came from 52 departments (social sciences, natural sciences, humanities and arts). The 
universities and the departments were selected by a random selection from a list on the 
website. Data was collected in the period from May 2015 to March 2016. The respondents 
were asked to respond to 26 questions in a questionnaire. The variables were measured 
using a 7-point Likert scale (Flavián et al., 2006b) on a one-dimensional model. The 
respondents were asked to choose one news website which they visit most frequently 
for information on domestic and foreign events. They then answered the subsequent 
questions in the questionnaire with reference to this site. Following the recommendations 
of authors who had conducted similar research, respondents were given a free choice of 
one of the sites for testing (Casaló et al., 2008: 332; Flavián et al., 2006b). The test questions 
included socio-demographic characteristics and questions on the variables under 
consideration, in the form of 19 items scored on a 7-point Likert scale3 giving a potential 
range of 19 to 133 points. 
3  All questions were measured on a seven-point Likert scale. The respondents can score from 1 – strongly agree to 7 –strongly 
disagree (from questionnaire: Strongly agree – 1. 2. 3. 4. 5. 6. 7. – Strongly disagree).
Variable/scale adapted from
Satisfaction Casaló et al., 2008; Flavián et al., 2006a; Picón et al., 2014; Ribbink et al., 2004 
Reputation Casaló et al., 2008; Flavián and Gurrea, 2006; Ganesan, 1994
Loyalty  Casaló et al., 2008; Flavián et al., 2006a; Flavián et al., 2006b; 
  Flavián and Guinalíu, 2006; Picón et al., 2014; Ribbink et al., 2004; 
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Table 2. scales of loyalty, usability, familiarity, satisfaction and reputation
sampling
The research population was young people studying for bachelor’s and master’s 
degree at universities in Slovakia. The research sample included students (N=408) at 
universities in every region of Slovakia. The average age of the respondents was 21.5 years 
(SD 2.19) with a median of 21.0 years. The participants in the research were 35.05 % male 
and 64.95 % female. The mean time that university students spent reading content on 
their selected news websites was 59.4 (SD 92.4) minutes, with a median of 30.0 minutes. 
As regards the main means used to access new websites, the studies sample of university 
students most frequently connected using a notebook (72.27 %), followed by a mobile 
telephone (19.88 %), a PC (6.13 %) and in last place, using a tablet (1.72 %).
scale measuring loyalty to a news website 
LOYALTY 1 I visit this news website most often out of all news websites.
LOYALTY 2 I spend the most time on this news website compared to other news websites.
LOYALTY 3 This is my favourite news website.
scale measuring usability of a news website 
USABILITY 1 This news website is quite easy to use, even the first-time.
USABILITY 2 It is easy to find the information that I need on this news website.
USABILITY 3 Everything is easy to understand on this news website.
USABILITY 4 The contents of this news website are organised, that I never get lost in it.
USABILITY 5 When I look at the content of this news website, I know what to expect from it.
scale measuring familiarity of a news website 
FAMILIARITY 1 I am quite familiar with this news website.
FAMILIARITY 2 I am quite familiar with the services offered by this news website.
FAMILIARITY 3 Compared to other readers of this news website, I believe I am quite 
  familiar with it.
scale measuring satisfaction with a news website 
SATISFACTION 1 I think I made the right choice when I chose this news website.
SATISFACTION 2 Based on my experience so far with this news website, I am satisfied with it
SATISFACTION 3 I can say that I am satisfied.
SATISFACTION 4 I can say that I am satisfied with the services that this news website offers.
scale measuring reputation of a news website 
REPUTATION 1 This news website has a good reputation.
REPUTATION 2 This news website has a good reputation compared to competing 
  news websites.
REPUTATION 3 This news website is supposed to offer a good news service.
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analysis of reliability
The individual test questions had already been standardised in a number of previous 
studies which are referred to above. The results of Cronbach’s alpha test show an adequate 
and acceptable level of internal consistency. In all cases the value was above 0.7, which can 
be considered sufficient (Flavián and Gurrea, 2008). The value of Cronbach’s α was 0.755 in 
the case of usability, 0.843 in the case of familiarity, 0.902 in the case of loyalty, 0.899 in the 
case of satisfaction and 0.921 in the case of reputation. 
testing of hypotheses
The given hypotheses were tested by calculating the Pearson correlation coefficient 
(Figure 1). For each hypothesis, there were two interval variables.
Figure 1. 
Correlation Coefficients (r)
** Correlation is significant at the 0.01 level (2-tailed)
In the case of all the tested hypotheses (H1, H2, H3, H4), the null hypothesis was 
rejected with less than 5% risk and their alternatives were adopted.
H1: The value of the Pearson correlation coefficient is 0.392 and the significance 
achieved is p = ,001, r = 0.392 p < 0.01 (p = 0.001) There is a statistically significant 
relationship between the level of usability of a news website and the level of loyalty.
H2: The value of the Pearson correlation coefficient is 0.484 and the significance 
achieved is p = ,001, r = 0.484 p < 0.01 (p = 0.001) There is a statistically significant 
relationship between the level of familiarity of a news website and the level of loyalty.
H3: The value of the Pearson correlation coefficient is 0.625 and the significance 
achieved is p = ,001, r = 0.625 p < 0.01 (p = 0.001) There is a statistically significant 
relationship between the level of satisfaction with a news website and the level of 
loyalty.
H4: The value of the Pearson correlation coefficient is 0.528 and the significance 
achieved is p = ,001, r = 0.528 p < 0.01 (p = 0.001) There is a statistically significant 
relationship between the level of reputation of a news website and the level of loyalty.
0.392**   (R2 = 0.15) 
0.484**   (R2 = 0.23)
0.625**   (R2 = 0.39) 
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rESUlTS
The results of the testing of our hypotheses show that the studied variables, which 
we hypothesised would be related to users’ loyalty to news websites, show a direct and 
positive relationship with it. The conclusion is that all the studied hypotheses can be 
accepted. Our test has identified a strong relationship between loyalty and the studied 
variables of usability, familiarity, satisfaction and reputation. The strongest relationship 
was found between news website users’ satisfaction and loyalty (H3) and between 
reputation and loyalty (H4). From this it can be concluded that if users meet the criteria 
for satisfaction with a selected news website that they use, they will also be loyal to it. At 
the same time, the strength of the relationship that reputation has been found to have 
with loyalty suggests that a good name plays an important role in the selection of one 
news website over its competitors. The test of the relationship between familiarity and 
loyalty (H2) also indicated a strong relationship. The same applies in the case of usability 
and loyalty (H1), although in this case the achieved correlation coefficient indicates a more 
moderate relationship. Although the hypotheses were accepted and there are strong 
indications of a direct and positive relationship between the studied variables (Figure 
1), a regression analysis found a relatively low value of R2, especially for the relationship 
between usability and loyalty (R² = 0.15), but also for those between familiarity and loyalty 
(R² = 0.23) and between reputation and loyalty (R² = 0.28). This finding shows that there 
are other variables that affect users’ loyalty to news websites.
DIScUSSIon anD conclUSIonS
Our research shows that news websites are a major source of information for young 
people studying at university. The studied variables are important for their decisions on 
which news websites they return to. Although the assumptions, on which our work is 
based, including the definitions of the studied variables, were developed in the study of 
commercial websites, news websites do not operate in a fundamentally different way and 
the definitions are relevant. The variables that support the existence of a functional and 
successful website (Table 1) also play an important role in the part of the online space 
studied in this paper. Our findings highlight the variables that influence and shape the 
loyalty of users of news websites. They can also be a stimulus for the operators of news 
websites to intensify their efforts to produce high-quality content or an attractive design 
which, along with other variables – as our regression analysis shows – influence users’ 
loyalty. Focussing on loyal users is a good strategy in the face of current challenges such 
as market consolidation, the relatively large amount of competition and site owners’ 
ambitions to charge for content. 
The correlations between the studied variables show that the strongest direct and 
positive relationship is that between satisfaction and loyalty. We have seen that a user’s 
satisfaction with a particular news website and its services is a key factor for developing 
loyalty to the site, in the same way as other authors (Casaló el al., 2008: 338; Flavián et 
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websites in general. It should be noted that users participating in the research gave a 
positive score to satisfaction with the choice of a studied site and its services. Their 
evaluation depended on prior experience of the site. It would be beneficial for future 
research to investigate the variables that influence users’ satisfaction with the websites 
that they visit and to determine what events that would cause them to transfer to a 
competitor. 
The results of the testing of the hypotheses in our research for the present paper 
show that reputation has a direct and positive relationship with loyalty. The reputation 
of a website is thus one of the most important aspects supporting the loyalty of its users. 
This variable was also found to have a positive and significant relationship in research 
where the user of a website is viewed as a consumer and reputation is defined as an 
intangible matter that is the basis of effective management (Casaló el al., 2008: 338-339). 
Certain authors who have studied the effect of reputation on the selection of digital daily 
newspapers say that there is no significant relationship where we can suppose that the 
selection of this content is based on reputation (Flavián and Gurrea, 2008: 38). Our study 
did not focus on digital daily newspapers in general but on news websites. The research 
for this variable also included questions concerning a news website’s good name in 
comparison with competitors in the same area. The findings indicate that the selection 
of one news website over its competitors does depend on its good name and its declared 
independence from its owner, which has also been shown to be a not insignificant factor 
for the retention of loyal users.
The research has also found a statistically significant relationship between users’ 
familiarity with a news website and their loyalty to it. Because the hypothesis regarding 
these variables was adopted, familiarity can be designated another of the main factors 
that contribute to the development of a loyal readership for a news website. Site 
operators should therefore not underestimate the fact that users are more likely to return 
to their website if they identify with its content or services. The relevance of familiarity for 
decisions about where to read news online has been indicated in previous research into 
the reading of newspapers’ online editions (Flavián and Gurrea, 2008: 38). It should be 
noted that it is only meaningful to consider the correlation of familiarity with the loyalty 
of users of news websites when the users already have experience of reading news on the 
internet (Flavián et al., 2006b: 371), but this requirement is met in our study, considering 
the age of the respondents and the time that they spend reading online.
In the results of the research, the relationship between usability and loyalty is 
statistically significant, even if it is the weakest relationship out of the studied correlations. 
From this we conclude that the design and typography of news websites, the layouts of 
their control elements and the overall ease with which they can be used have an important 
role in building a loyal user base. The authors of related research have also emphasised 
that usability is a particularly significant factor for the loyalty of users with greater 
experience of using the Internet (Flavián et al., 2006b: 371). We have found that most news 
websites are relatively easy to navigate, with straightforward placement of controls and 
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applies in the case of news applications on smartphones, which 20 % of respondents 
said that they used for browsing news. In the world of print and broadcast media, the 
news is largely conceived as a good that is consumed primarily before and after work 
and outside the workplace (Boczkowski, 2010: 2), but smartphones are changing the way 
that digital news is consumed. We can suppose the discrepancy between our results and 
those mentioned above is caused by situation that university students spend so much 
time using their notebooks, as our result shows (72.2 %). Students may be considered a 
relatively atypical group and the presented scale needs to be tested on other segments 
of the population.
There are certain restrictions and limits on the interpretation of the findings of our 
research. All the respondents were students at universities in Slovakia. Future research 
into user loyalty would benefit from studying a broader population. This is necessary if 
more general conclusions are to be drawn from the research. It would also be useful to 
compare the habits of users in other countries because the websites in the present study 
were all in Slovak. We suggest the scale could be tested with experienced and novice 
users as participants and could evaluate different content subsections of the selected site 
(Aranyi and van Schaik, 2015).
Another area that our findings have shown to need more attention is the 
interrelationships between the studied variables and other factors that could also help 
news websites to acquire a loyal readership for their content. A useful next step could be 
to study users’ interactions with such content and the connection to loyalty. 
The developed scale for measuring usability, familiarity, satisfaction, reputation 
and loyalty could be used in future to study existing news sites regarding the political 
orientation of the editorial board or the users of a selected news site. Digital news is 
becoming a part of public sphere in which political interests play a crucial role. Therefore, 
it would also be useful to test a sizeable thematic range in the online news choices of 
journalists and consumers (Boczkowski and Mitchelstein, 2013: 45). The future work may 
involve testing different digital platform, such as mobile phones, PCs and tablets.
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STUDEnTI Kao loJalnI KorISnIcI 
InforMaTIvnIH MrEžnIH STranIca: KaKo 
faKTorI UpoTrEblJIvoSTI, poznaToSTI, 
zaDovolJSTva I rEpUTacIJE KorElIraJU 
S loJalnoSTI KorISnIKa
Ján Hacek
SažETaK Izdavačima informativnih mrežnih stranica važno je u vrijeme rastuće konkurencije u online 
vijestima zadržati lojalne korisnike. Ovaj rad doprinosi proučavanju lojalnosti istraživanjem faktora 
koji djeluju na lojalnost mladih korisnika informativnih mrežnih stranica i motiviraju ih na ponovno 
posjećivanje. Uzorak u ovom istraživanju čine studenti (N = 408) sa sveučilišta u Slovačkoj koji svaki 
dan koriste informativne mrežne stranice u potrazi za informacijama. Korelacijska i regresijska ana-
liza korištene su za testiranje hipoteza. Rezultati istraživanja potvrđuju da su faktori upotrebljivosti, 
poznatosti, zadovoljstva i reputacije u izravnoj i pozitivnoj vezi s lojalnosti korisnika, što se odražava u 
svakodnevnom korištenju informativnih mrežnih stranica. Lojalnost je osobito blisko povezana s repu-
tacijom i zadovoljstvom s odabranim informativnim mrežnim stranicama. Regresijska analiza također 
pokazuje da postoje i druge varijable koje djeluju na lojalnost korisnika.
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